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SUPPLEMENTAL STATEMENT

Pursuant 1o Section 2 of the Foreign Agents
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DEC 811974

For Six Month Period Ending Thirert date)

Name of Registrant EUROPEAN TRAVEL COMMISSION Registration No. 574

Business Address of Registrant ¢/o Netherlands National Tourist Office

576 Fifth Avenue
New York, NY 10036

1 - REGISTRANT

1. Has there been a change in the information previously furnished in connection with the following:

{a) If an individual:

(1) Residence address Yes [ ] Ne []

(2) Citizenship Yes [ ] No [}

{3) Occupation Yes [ No []
(b) I an organization: ’

(1) Name Yes D No

(2) Ownership or control Yes [ No

(3) Branch offices Yes [} No

2, Explain fully all cbahgu. if any, indicated in Jtem 1,

IF THE REGISTRANT IS AN INDIVIDUAL, OMIT RESPONSE TO ITENS 3, 4, and 5.
3. Have any persons ceased acting as partners, officers, dareczoxs or similar officials of the rcg:stxsn: during this
6 month reporting period? Yes [ No [x]

If yes, furnish the following information:

Name Position ‘ Datest;; ;t:;ection




4.

2.

Have any persons become parmers, officers, directors or similar officials during thia 6 month reporting period?

Yes [] No [

If yes, furnish the following information;

Name Residence \ Date

Address Citizenship Position Assumed

. Has any person named in Item 4 rendered setvices directly in furtherance of the interests of any foreign

principal?  Yes [ No [] _ .
No persons named in item 4

1f yes, identify each such person and describe his services,

. Have any employees or individuals other than officials, who have filed a short form registration statement, ter-

minated their employment or connection with the registrant during this 6 month repocting period?

Yes ] No [;l

If yes, furnish the following information:

Name Position or connection ' Date terminated

7'

During this 6 month reporting period, have any persons been hired as employees or in any other capacity by
the registrant who rendered services to the registrant directly. in furtherance of the interests of any foreign
princh&f in other than a clerical or sécretarial, or in a relared or similar capacity?

Yes No (]
1f yes, furnish the followi'ng infox';mnﬁon: '

Residence Position or Date connection

Name Address connection began



3.
Il - FOREIGN PRINCIPAL

8. Has your connection with any foreign principal ended during this 6 month reporting period?

Yes [ No [x]

If yes, fumish the following information:

Name of foreign principal Date of Termination

9. Have you acquired any new foreign principal® duting this 6 month reporting period?  Yes O N[
If yes, furnish following information:

Name and address of foreign principal ' Date acquired

16. In addition to those named in Items 8 and 9, if any, list the foreign principais? whom you continued to repre-
sent during the 6 month reporting period,

See attached listing marked "Item 10"

Il - ACTIVITIES

11, During this 6 month reporting period, have you engaged in any activities for or rendered any services to any
foreign principal named in Items 8, 9 and 10 of this statement? Yes Q No (] :

If yes, identify each such foreign principal and describe in full detail your activities and seivices;

For foreign principals, see item 10.

At the New York convention of the American Society of Association Executives in early

August participated in a special European Night, with booths staffed by national tourist
office personnel, hostesses in national dress, music, entertainment, food and beverage
specialties,

Presented to the travel industry in New York on September 5 the findings -0f a new market
research study, "Attitude Segments Among American Vacation Travelers to Europe: Implications
for a Market in Transition," and the findings of a study by the Air Transport Institute
(Paris) entitled "The Influence of Air Fares on Travel to Europe."

Taped radio spot commercials by Frances Koltun, Myra Waldo and Richard Joaeph which began
running on radio stations in New York City, Los Angeles, Chicago, Washingten (p.C.),
San Francisco, Detroit, Philadelphia, Boston and Miami.

IThe term “*foreign principal’* includes, inaddition rothose defined insection 1{b) of the Act, an individusl ororsnmu-
tion any of whose activities are directly or indirectly supervised, directed, controlled, financed, or subgzidized in whole or
in major part by a foreign government, foreign political party, forezgn otganization or foreign Individual, (See Rule 100{(aX$)).

A registrant who represents more.than one foreign principal is required to list in the statements he files under the Act
only those foreign principals for whom he is not entitled to claim exemption under Section 3 of the Aet, {See Rule 208.) -~
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12, During this§ month reporting period, have youon behalf of any foreign principal engaged in pohucal lcmmy
as defined below?

Yes [ ] No [x]

If yes, identify each such foreign principal and describe in full detail all such political actzvxty, indicating,
among other things, the relations, interests and policies sought to be influenced and the means employed to
achieve this purpose. If the registrant arranged, sponsored or delivered speeches, lectures ot radio and TV
broadcasts, give details as to dates, places of delivery, names of speakers and subject matter,

13. In addition to the above described activities, if any, have you engaged in activity on your own behalf which
benefits any or all of your foreign principals?

Yes [ | No [X]

If yes, describe fully,

The term *'political activities™ means the dissemination of poimcti propaganda and any other nctzvsty which the per=
son engaging therein believes will, or which he intends to, prevail upon, indoctrinate, convert, induce, persuade, of ia any
other way influence any agency or officiel of the Government of the United States or any section of the public within the
United States with reference to formulating, adopting, or changing the domestic or foreign policies of the United Stares or

with reference to the political or public interests, policies, or relations of & government of a foreign co&m:y or a foreign
political party.

M .
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3.
IV - FINANCIAL INFORMATION
14. (a) RECEIPTS - MONIES |
During this 6 month reporting period, have you received from any foreign principal named in Items 8, 9

and 10 of this statement, or from any other source, for or in the interests of any such fore:gn pnacnpal
any contributions, income or money either as compensation or otherwise? i :

Yes @ No D

If yes, set forth below in the required detail and sepasately for each foreign principal an sccount of such

monies.?

Date From Whom Purpose Amount
Various Eurcpean Travel Commission, Dublin Membership contributions $164,000.00
7/30/74 American Express Co., New York Research study subscription 1,600.00
10/3/74 Time, Inc., New York Research study subscription 5,000.00

10/15/74 Pan American World Ailrways, NewYork Research study subscription 5,000,00

Total $175,600.00

14, (b) RECEIPTS - THINGS OF VALUE
During this 6 month reporting period, have you received any thing of value! other than money from any
foreign principal named in Items 8, 9 and 10 of this statement, or from any other source, for or in the
interests of any such foreign principal?

Yes [] No [
If yes, furnish the following information;

Name of Date . - .- Description of Lo,
foreign principal . Received -, - thingof value .. ' : f!'tﬂf

A registrant is required to file an Exhibit D if he collects or teceives contributions, loans, money, or other things of
value for a forsign principal, as part of & fund raising cn-pliu Ses Rule 201({e),
4 Thinge of value include but are noc limited to gifts, interest free loans, sxpense free travel, favored stock purchases,

sxclusive rights, favored trentment over competitors, “kickbacks,’ sad the like.



15. () DISBURSEMENTS - MONIES

During this 6 month reporting penod have you - - P
" (1) disbursed or expended ‘monies in connection with acnvxty on behalf of any foreign principal named

~inItems 8, 9 and 10 of this statement? Yesdxg]  No[]

(2) transmitted monies to any such foreign principal? Yes [ ] No 8]

If yes, set forthbelow in the required detail and separately for each foreign principal an account of such
monies, including monies transmitted, if any, to each foreign principal.

To Whom

Date

7/11/74
Various
9/30/74
10/4/74
10/25/ 74

10/25/74

11/18/74
Various

Donald N.
Donald N.
Donald N.
Donald N.
Donald N.

DPonald N.

Donald N.
Lieberman

Martin
Martin
Martin
Martin
Martin

Martin

Martin

e - "o - -

-]

&

Co.

Co.

Co.
Co.,
Co.,
Co.

Co.

Purpose Amount

‘Public Relations/Marketing $17,000,00
Writing/printing brochure 10,350.00
Administration 3,000.00
Research industry conference 10,149,.82
Trans-Atlantic Travel Conference slated .

for 1975 15,000.00
Public Relations action concerning

"heritage" theme for 1975 . 10,000.00

Radio campaign promoting winter travel 30,000,00

Research, NYC Research study on segmentation of

market . - . ~ 25,750.00

To;'l $12}- » 249 . 82



15. (b) = S VA

During this 6 month reporting period, have you disposed of anything of value® other than money in
furtherance of or in connection with activities on behalf of any foreign principal named in items 8, 9
‘and 10 of this statement?

Yes [ ] No [x] - : . _ o . L B

If yes, furnish the following information:

D s On bebalf of Description
di ate 4 : Nami of person what foreign . of thing of Furpose
:s,pose to whom given principal value :

{c) DISBURSEMENTS - POLITICAL QONTRISUT!ONS

During this 6 month reporting period, have you from your own funds and on your own behaif either directly
or through any other person, made any contributions of money or other things of valué’in cohnection with
an election to any polmcal office, or in connection with any primary e!ecnon, conventmn. or caucus held
to select candidates for political office?  Yes B " Neo

If yes, furnish the following information:
R P
Name of
political, .
organization

Amount or thing
© of value

Name of

Date ‘candidate " v e

V - POLITICAL PROPAGANDA

(Section 1(j) of the Act defines *'political propaganda’® as including sny oeal, visual, graphic, written, pictorial, or other
communication or expression by any person {1) which is reasonably adapted to, or which the person disseminating the same
believes will, or which he intends to, prevail upon, indoctzinate, convert, induce, or in any other way influence a recipient
or any section of the public within the United States with reference to the political or public intezesis, policies, or relstions
of a government of a foreign country or a foreign political party or with reference to the foreign policies of the United Stutes
or promote in the United States racial, religious, or socisl dissensions, or (2} which advocates, advises, instigates, or pro-
motes any racial, social, political, or religious disorder, civil riot, or other conflict involving the use of force o viclence in
any other American republic or the overthrow of any government or political subdivision of sny other American republic by
any means involving the use of force or violeace.)

16. During this 6 month reporting period, did you prepare, disseminate or cause to be disseminated any political
propaganda as defined above? Yes[ ] No E;]

IF YES, RESPOND TO THE REMAINING ITEMS IN THIS SEC’HON V.

17. Identify each such foreign principal.

5Things of value include but are not limited to gifts, interest free loans, expense free travel, favored stogk purchases,
exclusive rights, favored treatment over competitors, *kickbacks,"* and the like.




18.

i

Durm% this 6 month reporting period, has any foreign principal established abudget or alloclteé & specified
sum of money to finance your activities in preparing or disseminating political propaganda?-

Yes [ No [} .
If yes, identify each such foreign principal, specify amount, and indicate for what period of time.

19,

During this 6 month reporting period, did your activities in preparing, disseminating or causing the dissem~
ination of political propaganda include the use of any of the following:

[J Radio ot TV broadcasts [ Magazine or newspaper [__] Motion picture films []Letteu or :elegmns

articles
[T] Advenising campaigns [ ] Press releases ] Pamphlets or other [ |Lecturesor
publications speesches
[] Other (specify)
2. During this 6 month reporting period, did you disseminate or cause to be disseminated political propaganda
among any of the following groups:
(] Public Officials (] Newspapers ' (7] Libraries
(] Legistators ("] Editors (] Educational institutions
[ Govemment agencies [CJ Civic groups or associations (] Nationality groups
[(] Other (specify)
21, What language was used in this political propaganda:
] English [] Other (specify)
22, Did you file with the Registration Section, Department of Justice, two copies of each item of political prop-
aganda material disseminared or caused to be disseminated during this 6 month reporting peno&?
Yes[ | No (] _
23. Did you label each item of such political propaganda material with the statement required by Section 4(b) of
the Ace? Yes [ ] No []
24. Did you file with the Registration Section, Department of Justice, a Dissemination Reportf for each item of
such political propaganda material as required by Rule 401 under the Act?
Yes [} No [ ]
VI - EXHIBITS AND ATTACHMENTS
25. EXHIBITS A AND B
(a) Have you filed for each of the newly acquired foceign peincipals i in Item 9 the follomn;:
Exhibit AS Yes [] No [ No newly acquired foreign
Exhibic B’ Yes [ No [ principals
If no, please attach the required exhibit.
(b) Have there been any changes in the Exhibits A and B previously filed for any foreign principal whom you
repeesented during this six month period?
Yes [ ] No @
Ifyes, have you filed an amendment to these exhibits?  Yes [ No [
If oo, please attach the required amendment.
6 The Exhibit A, which is filed on Form D]-306, sets forth the information required to be disclosed céncemin; each for-
eign prmclpal

7 The Exhibit B, which is filed on Focm DJ-304, sets forth the information concerning the nyeoment ot understanding

between the regisuant and the foreign principal.
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26. EXHIBIT C

If you have ?I’GVID!II[ filed an Exhibit C8, state whether any changes therein have occum}é during this 6
month reporting peri :

Yes ] No IZI

If yes, have you filed an amendment to the Exhibit C?  Yes [] No []

If no, please attach the required amendment.

27. TATEMENT

Hue short form registration statements been filed by all of the persons named in jtems 5 and 7 of the snp-
plemental statement?

Yes [ | No [ No persons named in items 5 and 7

If no, list names of persons who have not filed the required statement.

The undersigned swear{s)or affirm(s)that he has (they have)read the information set forth in this regiscration
statement and the atreached exhibits and thac he is{they are) familiar with the contencs thereof and thar such coa-
tents are in their entirety true and sccurate to the best of his (their) knowledge and belief, except that the under-
signed make(s) no representation as to the truth or accusacy of the information contained in attached Short Form
Registration Statement, if any, insofar as such information is not within his (their) personal knowledge.

(Type or print mame under each signature)

(Both copies of this statement shall be signed and sworn
to before a notary public or other person authorized to admin- :
ister oaths by the agent, if the registrant is an individuai, or ——
by a majority of those partners, officers, directors or persons,

5) ertram’
U.,S. Chairman "

performing similar functions who are in the United States, if
the registrant is an organization.)

Subscribzd and sworn to before me at ﬁ/ j’V\T‘—?F(Wp<
. oot e
this QJ/LIP day of W QJV‘/“?\ . 19 7‘5

o | Tk

actary or other omcu)

WilLias J. TROGILE

Notary Puhiic, S 7 tow Yorik
5 Couinty

fo. 41-57321% E;L &
omm Ceri. Filzd in flsw );‘Ei County
My ¢ ission expires , 19 dem Fxpircs idarch 30, 1970

8 ‘The Exhibit C, for which no printed form is provided, consists of a true copy of the charter, articies of incorporation,
associstion, constitution, and bylaws of & registrant that is an organization, (A waiver of the requirement to file aa Exhibit
C may be obtained for good cause shown upon written application to the Assistant Attorney General, Imeuml Security Divi-
sion, Department of Justice, Washington. D.C. 20530, ;

GPO 864-207




Item 10

AUSTRIAN NATIONAL TOURIST OFFICE
BELGIAN NATIONAL TOURIST OFFICE
CONSULATE GENERAL OF CYPRUS

DANISH NATIONAL TOURIST OFFICE
FINLAND NATIONAL TOURIST OFFICE
FRENCH GOVERNMENT TOURIST OFFICE
GERMAN NATIONAL TOURIST OFFICE
BRITISH TOURIST AUTHORITY

GREEK NATTIONAL TOURIST ORGANIZATION
ICELANDIC NATIONAL TOURIST OFFICE
IRISH TOURIST BOARD

ITALIAN GOVERNMENT TRAVEL OFFICE
LUXEMBOURG TOURIST OFFICE

CONSULA&E OF MALTA

MONACO GOVERNMENT TOURIST OFFICE
NETHERLANDS NATIONAL TOURIST OFFICE
NORWEGIAN NATIONAYL TOURIST OFFICE
PORTUGUESE NATIONAL TOURIST OFFICE
SPANISH NATIONAL TOURIST OFFICE
SWEDISH NATIONAL TOURIST OFFICE
SWISS NATIONAL TOURIST QFFICE
TURKISH TOURISM & INFORMATION OFFICE

YUGOSLAV STATE TOURIST OFFICE
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ACTIVE? = IF YES
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‘..4«._-‘- m A

£ follouing povsons of your
organization filed on the date indicated bv ezach namne.
a7 zrson 18 still functioni
» on behalf of the foreign

i
—LQ

IF X0 -

ARY MAJCR- D‘x’f?‘

CHANGES?

- T o

[N I

Filed 5/1/73

Yes? No? Yea7? No?

Peter A. de Maerel Member p/f
| - Filed 4/19/73 p?/ B
"-Alex C. J. Dessau " Member” v _
. Filed 4/26/73 S/ - S
Gregory P. Leventis Director
Filed 5/1/73 V/ i
Per Prag Direcgtor J
Naime Filed 12/15/66 »/( : ;!
Hande Surmelioglu ' Representative !
Filed 7/30/73 v/
James T. Turbayne Travel Exec. !
_ | Filed 11/1/72. . . - [
Heinz Patzak Director _ v/_ !
Filed 6/12/73 J/’
George Sauvayer Dir General .
B ~ Filed 11/7/73 “;?rm”mwhww"%wmmmww
Djuroc Mrkela Asst Director .
Filed 12/1/72 V/7 ”
Johan Bertram
) Filed 10/12772 V/
Emilio Tommasi . : o
Filed 6/6/74 v//
Raimo K, Lahti - Director ‘
;.
....... - - E R




- . e P R VR pyn s/
et T s 6 ISR RS (T S S 1 e Y SN

SECTION B

In addition to those persons listed ip Section A,
list below all current exployees vendeving sorvices
directly on behalf of the foreign principal(s) who have
not yet filed short-form ragistration statements. (Do
not list clorks, secrotaries, typists or cauplovees in a
similar or related capacity. If there is some question
as to whather an enplovee has an obligation to file a
short-form, please addvess a letter to us describing the
activities and connaction with the foreign principal(s.)l
Name Funetion o . Dete Hired

i

NONE ™ : . 7 ——
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i
+
- - r r——— o
*
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i
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i
| |
¢ i
: — |

Title: __U.S. Chafrman |
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RECEWVED
GEPLRTHUNT OF JUSTICE
UNITED STATES DEPARTMENT OF JUSTICE R
REGISTRATICN UNIT B 13 oo AH'TS
CRIMINAL DIVIEION

REGISTRATION UNIT
WASHINGTON, D. C. 20530 ‘Z%g;;m DIVISION

NOTICE

Please answer the following questions and return this
sheet in duplicate with your supplemental statement:

1. 1Is your answer to Item 16 of Section V (Poiitical Propa-
ganda - padge 7 of Form DJ-302 - Supplemental State-
ment) :

Yes or No NO

(If your answer to question 1 is "Yes" do not answer guesticn
2 of this form,)

2. Do you disseminate any material 1n connection with vour
registraticn:

Yes oo or No

1Py

(If your answer to Question 2 is "Yes" please forward for
our review copies of all such material including- films,
film catalogs, posters, brochures, press releases, etc.
which you have disseminated during the past six months.)

-~ L Y
77 —  3/6/75

Signature - "Datle

John G, Bertram
Please type or print name of
signatory on the line above

U.S. Chairman
Title
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‘From: Donalgdall, Martin and Company
630 h Averme .
Hew York, New York 10020
Phone (212) 246-8720 For immediate releas@f(EIVED
DEPAR TMENT OF JUSTICE
For:  EUROPEAN TRAVEL COMMISOION )
19 1 os TR
ATION UNIT

FUROPEAN TRAVEL CCGMMISSION CALLS MARKETTHG commmegﬁﬁl%ﬁ;ii DWISION
TO PRESENT NEW $100,000 SECMENTATION STUDY, AIR FARES PEPORT

The Europesn Travel Commission has called a special meeting of key
industry executives to present findings of a $100,000 study on Attitude
Segments Among Vacation Travelers to Europe. The conference ~- "New Insights
for Marketing Decisions" -— will be held Thursday, September 5, from 2:30 to
5:30 p.n. in the 8th floor Auditorium, Time & Life Building, New York City.

Leonerd J. Lickorish, dircctor general, British Tourist Authority, and
choirman of ETCYs research committeec, is coming from London to lead a
discussion of practical marketing spplications of the research findings.

Dr. Timothy J. O'Driscoll, ETC Executive Director, will also address the
conference.

The study, sponsored by ETC in cooperstion with Time Megazine and the
American Fxpress Compsny, is the first major secgmentation rescsrch undertezken
in the touriswm industry, although this approach hao been used successfully
by other industries.

"Given the current state of the U.S. merket," Dr. Heinz Patzak, ETC's
U.S. chairman snd director of the Austrian National Tourist Office, said,
"the dsta is particulerly pertinent at this time to executives concerned
with devising more effective marketing strategies. We are seeking an exchange
of views on the current situation and ample time has been reserved for open
discussion,”

An independent study of the influence of olr fares on travel to Burope
by the Air Transport Institute (Paris), which was commissioned by ETC, will
also be reported for the first time at the meeting.

Informaetion on reglstering for the confercnee may be obtsined from the

Europesn Travel Commisston, 630 Fifth Avenue, New York, N.Y. 10020,

telephone (212) 246-8723,
# ##



From: Donald N. Martin and Company
630 Fifth Avenue

New York, N. Y. 10020
Phone —- (212) 246-8720 For immediate release

For: THE EUROPEAN TRAVEL COMMISSION

EURCPEAN TRAVEL COMMISSION ANNOUNCES
PROGRAM FOR TRANS~ATLANTIC MARKETING CONFERENCE

Dr. Heinz Patzak, U.S. Chalirman ETC and director of the Austrian National Tourls.
Office, announced today (August 26) the program for the conference "New Insights for
Marketing Decisions” to be held Thursday, September 5, from 2:30 to 5:30 p.m. in the
8th floor Auditorium, Time & Life Building, New York City. Xey industry executives
have been invited to the presentation.

On hand from Europe to lead the discussions will be Leconard y, Lickorish, direc-
tor general, British Tourist Authority, and chairman of ETC's research committee, and
Dr. Timothy J. 0'Driscoll, ETC executive director and former ETC president. Dr.
0'Driscoll will open the program with a presentation of a new study done for ETC by

the Air Transport Institute (Paris) on The Influence of Air Fares on Travel to Europe

This will be followed by an introduction to the new market research study Attitude

Segments Among American Vacation Travelers: Implications for a Market in Transition

by Mr. Lickorish.

Pregentation of the findings will be made by Edward Berrol, vice president and

assoclate research director, Ogilvy & Mather Inc.

A panel discussion on Marketing Applications of the Findings will follow. Panel-~
ists are: Mr. Lickorish, moderator; Steve Halsey, senior vice president, Travel
Related Services, American Express; Frank Kaiser, staff vice president, Atlantic
Marketing Development, Pan American World Afrways; Guldo Vittori, director, North
American Division, Alitalia Airlines; Carl Helgren, president, ASTA; Rolf Hoehn,
marketing manager, Lufthansa; Albert Van Brunt, Van Brunt and Company; Arthur Frommer.
president, Five Dollar A Day Tours. A question and open discussion session will com-
plete the program.

Further information on the conference may be obtained from ETC, 630 Fifth Ave.,
New York, N.Y. 10020, telephone (212) 246-8723. ;

# # 082674



From: Donald N. Martin and Company
630 Fifth Avenue
New York, New York 10020
Phone: (212} 246-8720 Contact: John Harrison

For: THE EUROPEAN TRAVEL COMMISSION

For release after 2:30 p.m.
Thursday, September 5, 1974

NEW STUDY OF TRANS-ATLANTIC AIR FARES

AIRED AT EUROPEAN TRAVEL CONFERENCE

North Atlantic airlines could minimize dilution of their revenues and get
a better sense of their markets 1f they simplified the fare structure. This is
one of the key conclusions of a new study of the Influence of air fares on
Furopean travel presented at a European Travel Commission marketing conference
in New York Thursday afternoon, September 5.

The study, prepared for the ETC by the Institute of Air Transport (Paris),
also finds that in this current period of limited air traffic growth the carriers
would benefit by abandoning marginally profitable promotional fares while holding
down their operating costs by increasing utilization of high-density, wide~body
aircraft.

Dr. Timothy J. 0'Driscoll, ETC Executive Director, reported on the study
which is the first survey of the air fares situation jointly sponsored by the
European national tourist organizations.

In suggesting a simplification of the North Atlantic fare structure, the
study says it would be "desirable not only for passengers but for the airlines.
Carefully planned, it should provide a better knowledge of the market's behavior
with respect to prices and...an optimum development of demand in the measure

allowed by the development of operating costs."

© moTe --
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Recommended 1s a maximum of 10 fare levels, with no more than four or five
in force at the same time during any part of the year, These fares should be
clearly differentiated, the study says, allowing a clear and easy choice for
passengers.

The study notes that the most direct means of holding down the necessity
for fare increases lies in the maximum utilization wherever practicable of high-
density aircraft with theilr lower seat-mile operating costs. The alm should be
full utilization through shuttle services, part or full charters or any other
formala which would ensure adequate revenue levels.

If the airlines do not manage to reduce their seat-mile costs, improve
their load factors or realize a simpler, more effective range of fares, some form
of goverumental aasistance would be necessary to aveid steep rises in tourist
expenses, the study says.

To meet the problem of rising holiday costs, the study suggests emphasis on
the European type of inclusive tour programs, now little used by travelers orig-
inating in the U.S. Greater use of the Inclusive tour formula would alsc benefit
hotels, according to the study.

In light of the current round of fare increases, the closest collaboration
will be required between the national tourist offices and the airlines to promote
future growth on the North Atlantic. One form this collaboration could take, the
study finds, is joint research aimed at bettering the geographical distribution
of tourist arrivals in Europe through the introduction of new gateways in
countries with relatively large land masses.

Special attention should be given to the youth market, according te the
study. In the absence of specially designed youth fares, the fare structure

should contain a formula adapted to the needs of this large market segment.

more =-—-—
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The study calls for joint, concerted research by ETC and other interested
organizations to remedy seasonal fluctuations in traffic flow, and notes that the
ETC has a useful role to play in organizing public information campaigns which
would promote appropriate means to even out traffic distribution.

In conclusion, the study recommends policies which would avoid further
sudden increases in fares, and says that work must begin immediately to protect
conditions for growth in 1975 and 1976. "The North Atlantic has always been the
testing ground for improvements in world air transport,” the study notes. "All

improvements concerning it may be applied in other areas of the world."
T T i
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Now, a travel tip from one of America's foremost authorities.

Noted journalist, radic and TV personality, and travel woman

of the year, Frances Koltun.

THESE DAYS WE ALL WANT A BREAK FROM EVERYDAY ROUTINE, A'GOOD
TIME IN A DIFFERENT ENVIRONMENT. BUT I ALSO THINK MOST PEOPLE
ARE LOOKING FOR A MEANINGFUL EXPERIENCE. THAT'S WHY I
RECOMMEND EUROPE. EUROPE PROVIDES ALL THE CREATURE COMFORTIS
AND MARVELOUS PLEASURES, AND IT ALSO OFFERS STIMULATING
ENCOUNTERS WITH OUR CULTURAL HERITAGE. THE GOTHIC SPIRES OF
RENAISSANCE CATHEDRALS, GREAT MUSIC IN THE CITIES THAT
SPAWNED BEETHOVEN, ROSSINI, DEBUSSY AND SIBELIUS. PLACES
ASSOCIATED WITH THE WORKS OF PLATO, CERVANTES, DICKENS,
BALZAC, IBSEN AND JOYCE. THE LANDSCAPES AND THE FACES ef
THE PEOPLE CAPTURED BY MICHELANGELO, RUBENS AND VAN GOGH

ARE STILL REcocﬁxzaan TODAY. EUROPE IS GREAT VALUE BECAUSE
IT ENRICHES OUR LIVES WITH PRESENT ENJOYMENT AND LASTING
MEMORIES. GO TO EUROPE FOR A MONTH, TWO WEEKS OR EVEN ONE

WEEK., IT'S REALLY WORTH IT!

Thank you, Frances Koltun. Your travel agent can help'ycu
choose the right vacation for you to any of the 23 member

countries of the European Travel Commission.

Contact: Donsld N. Martin and Company 830 Fifth Avenue, Haw York, N.Y. 10020 . {212) 2488720
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Now, a travel tip from one of America's foremost authorities.
Dick Joseph, syndicated columnist and travel editor of Esquire

Magazine.

THINKING ABOUT A WINTER VACATION? CHECK THE ONE, TWO OR-?HREE
WEEK EUROPEAN TOUR PACKAGES. YOU SAY YOU WOULDN'T BE CAUGHT
DEAD ON A TOUR? WELL, THIS DOESN'T HAVE TO BE ONE OF THOSE
"EVERYBODY IN THE BUS" DEALS. ON MANY TOURS YOU CAN BE
COMTLETELY ON YOUR OWN. YOU CROSS THE ATLANTIC WITH OTHERS

IN THEE GROUP, BUT ONCE YOU GET THERE, YOU DON'T EVEN HAVE TO
SEE THEM AGAIN.

NOW HERE'S WHY EUROPEAN TOUR PACKAGES ARE SUCH GOOD DEALS:

ONE: YOU GET THE LOWEST SCHEDULED AIR FARE - SAVING SOMETHING
LIKE A HUNDRED DOLLARS OR MORE ON THE FARE ALONE.

TWO: YOU BENEFIT FROM QUANTITY DISCOUNTS ON HOTEL ROOMS AND

OTHER ITEMS SUCH AS MEALS, THEATRE TICKETS AND CAR RENTALS.
THREE: YOU PAY MOST OF YOUR EXPENSES IN ADVANCE, SO YOU CAN
CHOOSE THE EUROPEAN TRAVEL LIFE STYLE THAT BEST FITS YOUR
BUDGET.

A TRIP TO EUROPE...IT'S CERTAINLY WORTH IT:

Thank you, Dick Joseph. Your travel agent can help you choose
the right vacation for you to any of the 23 member countrieg---

of the European Travel Commission.

Contact: Donald N. Martin and Company 830 Fifth Avanue, New York. N.Y. 10020

{212) 246-8720
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Now, a travel tip from one of America's foremost authorities.

The author of the No. 1 best-seller, Myra Walde's Travel and

Motoring Guide to Europe.

IF _YOU'RE LIKE ME, YOU ENJOY DIFFERENT FOODS...FRENCH, I'I‘éLI.AN.' :

GERMAN, SPANISH, GREEK.,,ESPECIALLY WHEN YOU'RE ON HOLIDA?Y.“

TRUE, WE HAVE RESTAURANTS OF ALL NATIONS HERE AT HOME, BUT

WHAT MAKES DINING EXTRA SPECIAL IN EUROPE IS THE AMSPHEERE,

THE ATTENTIVE SERVICE. MOST OF ALL, THE GOOD, FRESH
INGREDIENTS FROM THE REGIONS WHERE THE DISHES WERE CREATE
TURKISH HORS D'OEUVRES FOLLOWED BY A GRILLED LUSER, CAUGH!
THAT DAY IN THE BOSPHORUS...A SMORGASBORD OF SCANDIRAVIAN
DELICACIES TO TOP OFF AN EVENING OF MUSIC OR BALLET...
BEEF FONDUE SERVED WITH A BREATHTAKING VIEW OF THE SWISS
ALPS...BACALHAU AT A FADO CAFE IN LISBON'S OLD TOWN. AND
BEST OF ALL: IT COSTS LESS TO EAT IN EUROPE THAN IN
COMPARABLE RESTAURANTS HERE. I KNOW, I'VE JUST RETURNED.
YOU CAN BE SURE OF QUALITY AND V/LUE FOR YOUR MONEY:

A TRIP TO EUROPE. IT'S CERTAINLY WORTH IT!

Thank you Myra.Walds., Your travel agent can help you chooge

the right vacation for you to any of the 23 member countr

of the European Travel Commission.

ies

- Contact: Donald N Martin and Company

530 Firth Avenus, New York, N.Y. 10020

Cpmaesane. o
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For release after 2:30 p.m.
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NEW STUDY OF U.S. MARKET FOR TRAVEL TO EUROPE

IDENTIFIES 'INFLATION-PROOF TRAVELER'

"tg there an inflation-proof traveler, and what motivates him or her to
vacation in Europe?” The answers to those questions are "yes" and "culture,"
according to a new, first-of-its~kind market research study whose findings were
presented Septembar 5 at a special European Travel Commisaion marketing conference
in New York.

The study, "Attitude Segments Among American Vacation Travelers to Europe,”
is based on in-depth interviews with 2,000 Americans, divided equally between
those who have been to Europe and those who haven't. The study was conducted
under the direction of the ETC research committee headed by Leonard J. Lickorish,
director general of the British Tourist Authority.

The occasion for the announcement of the findings was "New Insights for
Marketing Decisions--Implications for a Market in Transition," an ETC conference
which brought together some 200 travel marketing executives for an examination of
the market segments which are prime targets for travel to Europe.

Cultural interests are the main moving force for 60 per cent of those who
have traveled to Europe, the study finds. And those with strong cultural inter-
ests-—as opposed to ethnic, sun 'n fun, status conscious or bargain travelers—-
are most often those who are better educated and in better shape economically in

this period of economic uncertainty.

more -—=
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The study focuses on two types of travelers for whom cultural pursuits--
museums, galleries, historical sightseeing, opera, theatre and ballet--are
foremost. First, what the study calls the "classic culture seeker.” It finds
that this group makes up a hefty 35 per cent of the market. It is comfortably
middle class with six out of ten in the $15-25,000 income range, and more than a
quarter making better than $25,000 a year.

Two-thirds of them have four weeks or more vacation. They rely more on
travel books and an independent spirit than on travel agents and organized tour
programs. They tend to shun de luxe and first class hotels and restaurants and
are eager to sample tourist facilities used by the local populations of the
countries they visit.

According to the study: '"They have a well-developed travel habit and a
strong majority plan to gratify it in Europe in the near future."

The next largest segment of the market (25 per cent) are those whom the study
terms the "culture—cum-pleasure” tourists. More affluent than the "classic
culture seekers," one-~third earn over $25,000 annually and three-quarters are
above the $15,000 mark. This is a group which wants the cultural/educational
benefits of a European trip, but also has high interest in dining, shopping and
enjoying nightlife. Thelr trips are usually of shorter duration than those of the
first group, but more organized and free-spending. They utilize travel agents
more than the first group and tend to travel in style.

They have above average acceptance of culture~theme travel programs such as
theatre or festival tours, but respond even more positively to material themes
embodied in such items as great restaurants, high fashions, antiques and luxuries.

This affluent group has a somewhat lesser proportion of college graduates
than the "classic culture seekers,” and is more likely to come from the Northeast

than the other group, which tends to be relatively more numerous in the Far West

more =--
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and the South. It is above average in 1its television watching habits, and favors
talk shows and situation comedies, while the first group leans more toward
documentaries.

When it comes to magazine reading, the "classic culture seeker' favors news
magazines, which also rate high with the "culture-cum-pleasure’ group.

The study examined 20 possible wmotives for European travel, 40 criteria for
selecting destinations, 16 general travel beliefs, and 36 possible travel concerns
or anxietles in questioning participants.

The presentation of the study was followed by copen discussion with a panel
in which Mr. Lickorish served as moderator. Panel members included Stephen
F. Halsey, senlor vice president, ?ravel Related Services, American Express;

Frank Kalser, staff vice president, Atlantic Marketing Development, Pan American
World Airways; Robert L. McMullen, president-elect, American Society of Travel
Agents; Rolf Hoehn, marketing manager, Lufthansa German Airlines; Albert D. Van
Brunt, chairman, Executive Committee, Van Brunt & Company; William F, Prigge, vice
president-marketing, Hilton Hotels International, and Don Martin, president,
Donald N. Martin and Company.

Edward Berrol, vice president and associate research director, Ogilvy & Mather
Inc., supervised the research project. The fleld work was carried out by Lieberman
Research, Inc.

The study was sponsored by the ETC in cooperation with Time Magazine and

American Express.

# # #
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EUROPEAN TRAVFL COMMISSION

ANNOUNCES 1975 PROGRAM

The Furopean Travel Commission has announced 1975 promotional plans which
emphasize cooperative actions with the industry to support sales efforts of
travel agents. The basic promotional budget for the U.S5. is $335,000, an
increase of 22% over 1974,

Dr. Patzak, ETC's U.S. Chairman and Director, Austrian National Tourist
Office, said that the consumer campaign will be directed especially toward the
relatively inflation-proof segments of the market identified in a new ETC
research study--the "classic culture seekers” and the "culture~cum-pleasure"
travelers, who have previously visited Europe, and to their counterparts who
have not been to Europe but are planning trans-Atlantic vacations. ETC will
seek the cooperation of carriers and others in a Spring print -advertising

campaign featuring a special supplement in The New York Times and advertising

in 12 additional major markets throughout the country.

The theme of the ETC campaign is America's European Heritage, which will
stress the cultural, historical and educational appeals of Furopean travel
jdentified in the recent research, as well as basic motivations such as having
a good time, getting away from everyday routine, rest and relaxation and so on.
The heritage theme is linked to the Council of Europe's 1975 Architectural
Heritage Year but broadened by ETC to include music, theatre, art, food, as
well as opportunities to meet the people and experience different life styles.

morg-——+
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Dr. Patzak sald that the campaign will reassure prospective travelers that
Europe offers the best "value for momey," a principal concern of most people.

These themes are now being promoted in a special radio campaign which will
continue through February in 10 top markets. The radio spots feature travel
authorities such as Richard Joseph, syndicated columnist and travel editor of
Esquire Magazine, Frances Koltun, noted journalist, radio and TV personality,
Myra Waldo, broadcaster and best-selling travel writer, Caskie Stinnett,
editor of Travel and Leisure Magazine and Paul Friedlander, editor of the
nationally syndicated Traveler's World column. Mr. Joseph spells out the cost
advantages of European tour packages. All of the radio spots direct the
public to their travel agent. The ETC campaign will be merchandised to travel
agents through the trade press and sales bulletins.

Dr. Patzak said that the 1975 ETC program provides for a continuing public
relations effort on a 12-month basis. In recent years, he explained, ETC
activities have concentrated on special projects.

ETC will continue to serve the industry as a catalyst in developmental
projects by sponsoring a major trams-Atlantic travel congress "Retooling for a
Market in Transition" in New York City in March. In the Fall ETC will sponsor
a second Youth Travel Expo bringing together European providers of services
and facilities in this specialized field of travel with American organizers of
European travel programs. An ETC sponsored study of air fares by the Air
Transport Institute of Paris recommended, among other things, the reinstitution
of a trans-Atlantic youth fare. Dr. Patzak sald air fares are such a key element
in pricing a European vacation that ETC is now developing a policy position on
this subject which will be recommended to the industry and to governments.

morg——-
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ETC will also continue to promote European convention centers, and is
working in cooperation with the American Soclety of Assoclation Executives
on plans for their 1975 exhibition and convention, which will be held in
Europe for the first time next August.

In addition to their joint effort through EIC, the 23 member national
tourist boards are actively engaged in the promotion of 1975 travel to their

respective countries.

HiHH

121974



RECEIVED
DEPARTMENT OF JUSTICE

M3 HosBH'TS

REGISTRATION UNIT
~ CRIMINAL DIVISION

mmm_gmz._.\r._._OZ
OF THE
AMERICAN
MARKET
PLEASURE
- TRAVEL
TO EUROPE

Implications

For A Market

In Transition
Market Research Study Sponsored By

THE mc_wOvm>Z TRAVEL COMMISSION,
TIME MAGAZINE
AND AMERICAN EXPRESS




This study is a project of ETC's research committee headed by L. J. Lickorish,
British Tourist Authority. Committee members include Sven Acker of the Danish
Tourist Board, M. Malherbe of the French Govermment Tourist Office, and

Dr. T. J. 0'Driscoll, ETC Executive Director.

The Commission would particularly like to express its appreciation to Ed Berrol,
vice president-associate director of research, Ogilvy & Mather, Inc. for his
invaluable help in preparing the study. The pages that follow comprise the text
of Mr. Berrol's report presented in New York, September 5, 1974.

The research was carried ocut by Lieberman Research, Inc. of New York City. The
project was coordinated for ETC by Donald N. Martin and Company, International
Travel Development Consultants, of New York.

EUROPEAN TRAVEL COMMISSION

P. 0. Box 536 Dublin 8, Ireland
630 Fifth Avenue New York, New York 10020




INTRODUCTION

Early in 1973 the Buropean Travel Commission under-
took an informal poll of its members and other elements
in the travel industry to determine what they perceived
as their outstanding marketing research needs.

Attitude Segmentation - Marketing Uses

A review of the responses indicated that the most com-
monly shared need was some ability to delineate the
market into a number of discrete segments or "mini-mass
markets,' with different travel points of view, dif-
ferent needs and unique characteristics. If we could
distinguish such attitude segments in the travel market
we could then determine the value of each in terms of
size, resources and propensity to travel so that the
marketer could decide whether or not to make that seg-
ment a part of his target audience.

Having identified a segment and evaluated it, we could

then examine its salient travel attitudes, concerns and
predispositions, thus helping the marketer in creating

products and messages to sult the needs of a particular
segment, and, by identifying the segment members demo-

graphically and delineating their media and information
habits, assist the marketer in determining how best to

reach a chosen segment with his message,

Since this technique of segmenting a market on the
basis of its attitudes is not necessarily applicable to

every industry, and since a full-scale study of this
type requires fairly sizeable expenditures, we decided
first to carry out a pilot feasibility study.

Pilot Feasibility Study

This was initiated in April 1973. After a series of
focused group sessions with travelers and discussions
with individual industry members, and a review of
roughly ten yvears of past travel research, we carried
out hour-and-a-quarter long interviews with 300 people
who had been to Europe on a pleasure trip in the past
three years, and a matched sample of 200 neighbors who
had not been abroad previously.

OQur analysis of the data obtained in that pilot phase
proved that the concept of attitude segmentation could
indeed be applied to the market for pleasure travel to
Europe. Thus, we tentatively outlined five distinct
segments among past travelers and four among the non-
travelers, with varying points of view and orientations
toward European travel. However, because of the rela-
tively small samples involved, we could not be sure of
the exact dimensions and characteristics of these seg-
ments; only that segments did exist in this market and
that some of them, in broad outline at least, would
probably resemble some of the segments described in the
pilot phase. Thus, corroboration on a more definitive
sample base was needed,

®




DEFINITIVE PHASE

SAMPLE, TTME AND PLACE OF SEGMENTATION STUDY

. November '73

1) Expanded sample of 1,000 adults with recent experi-
ence {last 3 years) in pleasure travel to Europe.

2) Matched "neighbor" sample of 1,000 adults without
experience in pleasure travel to Europe.

a) half "plan to go" in next three years#®

b) half "did not plan to go" in next three years*

*Weighted in actual incidence in data reported in

non~travelers.

&
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In November 1973, we went into the field with the defin-
itive phase of the segmentation study. This utilized an
expanded sample of 1,000 past pleasure travelers to
Europe, and a matched "neighbor" sample of 1,000 respond-
ents living in the same areas who had not been to Europe.
Half of the latter were set by design to be people who
intended to go in the next three years and the other half
were not. (However, in analyzing data from these 'non-
travelers,” they were weighted together in the actual
proportions found.)

Interviews, which were carried out in person and based on
the questionnaire tested in the pilot phase and modified
on the basis of that experience, took approximately an

hour to carry out.




QUESTION AREAS:

ATTTTUDES

In the area of attitudes, respondents were asked to rate
the importance or applicability for themselves of 20
possible motives for going to Europe; 40 criteria for
selecting destinations; 16 general beliefs about travel,

and 36 possible travel concerns or anxieties.

In addition to these travel attitudes, they were quest-

ioned on their attitudes towards themselves including
self-image and life style so that respondents’ self-
perceptions could be related to their orientation to

travel

-2

Buropean Travel

. motives for going
. criteria for selecting destination countries
. travel beliefs

. travel concerns and anxieties

Self-Perception

. Image

. life style




QUESTION AREAS: PAST AND FUTURE TRAVEL BEHAVIOR

a) European Trip

. frequency/intention of going

. type of travel

. countries

. activities

. interest in travel concepts

. carriers and fares

. use of travel agent/credit card/travelers cheques
. planning time

. Seasons

. type of hotel

. use of reservations

. length of trip

. size and composition of travel party

. travel information sources

. amount of vacation/number of vacations

b) Other Foreign Travel Experience

¢) Domestic Travel Experience

Past and intended future European travel mxﬁmnwmﬁnmwemm
x

gone into in great detail. This included mumncmun%*wm
past visits and intention to go again; countries; acti-
vities while abroad; carriers and fares; use of travel
agent, credit card and travelers cheques; planning time;
seasons of travel; length of trip; size and composition
of party; decision making and travel information sources.

In addition to the European area, respondents were

questioned on other foreign and domestic travel experience.

RESPONDENT BACKGROUND

a) Media Behavior

. magazines
. newspapers
. IV

. radio

b) Demographic Characteristics

. sex . occupation

. age . marital status

. income . family composition
. education . geographic region

Finally, respondents were questioned on their media beha-

vior and their demographic characteristics.




ATTITUDE FACTORS

To determine whether, in fact, there were groups of
travelers sharing a common point of view towards travel
abroad, and specifically towards travel in Europe, we
first carried out a factor amalysis of the various
attitude questions to determine whether a number of

the specific questions were actually tapping common
themes or travel attitude factors. This proved to be
true. Thus, we found that there were actually 16 such
factors involved, including such areas as: history/
culture/education; pleasure/relaxation/escaping routine;
meeting the people/experiencing a different way of life;
natural beauty/the picturesque; comfort/luxury/conven—
ience; buying/eating/consuming; accessibility/acceptance
(or the concern that one could get around readily and
that the people would be welcoming); new experience/
adventure; the uniqueness of a trip to Europe; child
orientation, etc. Using these basic attitudinal factors,

we were able to delineate five segments among the past

travelers to Europe and five among the matched sample,

11.

12,

13,

14.

15.

16.

History/culture/education
Pleasure/relaxation/escaping routine
Meet the people/experience different way of life '
Natural beauty/the picturesque
Comfort/luxury/convenience
Buying/consuming/eating
Accessibility/acceptance

New experience/adventure
Uniqueness of trip to Europe
Child orientation

The arts/literature

The quaint/colorful

Sports orientation

Spontaneity

Bargain/status

Planning involvement




PAST TRAVELER SEGMENTS

_ ’ % of Past 1.

; Name Travelers
g 1 The Classic Culture Seeker 35
. 2 The Culture-cum-Pleasure Tourist 25
3 The Family Oriented Root Seeker 12
4 The Fun Lover 7
5 The Status Conscious Bargain Hunter 4

bl

The Classic Culture Seeker, the largest past traveler

segment (35%Z) and the best educated, predominantly ww
travel to Europe for its cultural/educational/historical
benefits and for the experience of meeting the people of
a foreign culture. They have relatively little interest
in such more material aspects of vacationing as buying/
eating/consuming, comfort/luxury/convenience, enjoying/
relaxing/escaping routine, sports or the bargain/status
aspects of the trip. They seek to savor the true flavor

of the country and their major concern is "too many

tourists."

The Culture-cum-Pleagure Tourist, the second largest

(25%) and most affluent past traveler group, want the
cultural/educaticnal benefits of a European trip, but,
additionally, they have high interest in eating/buying/
consuming. They travel in style and want their trips
thoroughly planned. While they tend to take shorter
trips, they add to their attendance at cultural ex-
hibits, patronage of good restaurants, night spots and

auctions and eschew only sports events.




3.

Past Traveler Segments (continued)

The Family Oriented Root Seeker (12% of past trav-

elers) is basically interested in seeing where their
families came from and strong on the benefits to
their children of a trip abroad. Because of this and
a strong cost consciousness, they tend to stay with
relatives, to spend more time visiting with them and

less in museum-hopping or night clubbing.

The Fun Lover - a relatively small segment (7%), more

apt to be male and younger than average, whose main
motive for travel abroad is the general vacation
theme of having fun and getting away from everyday
routine. They have little interest in culture and
history, but value sports and gambling. They tend to

take short unstructured trips looking to meet young

people of their own background.

5. The Status~Conscious Bargain Hunter - the smallest

segment (4%), tends to resemble the Fun Lover in

being uninterested in culture and history and having
a strong interest in sports such as skiing. They go
to relax/rest, which they could do anywhere, but they

see a European trip as providing status and, at the

time of interview, thought of it as "cheaper than U.S5."

4




Name

The Ascetic Culture Seeker
The Anxious Fleasure Lover
The Rest~in-the-Sun Vacationer
The Spontaneous People Seeker

The Young Sports Fan

PAST NON-TRAVELER SEGMENTS

% of Past
Non~Travelers

35

17

22

1.

2.

Among past non-travelers the largest segment is the

Ascetic Culture Seeker (35%). Like their counterpart

among past travelers (the Classic Culture Seeker),

they too are the best educated in their group and see

a European trip primarily in terms of the cultural/
historicalfeducational benefits for themselves and
their children and as a chance to meet the people of

a foreign culture. However, they tend to feel guilty
about “spending a large sum of money on something that
is not necessary" and they are relatively low on travel
abroad "to have a good time" or relax.

The Anxious Pleasure Lover segment is 17% of past non-

travelers. While they are high on the educational/

cultural motives for travel in Europe that the culture
seekers prize, they are equally high on seeking such a
trip as a chance to have a good time, to get away from
routine. Thus, they savor the buying/eating/nightlife

agpects of a trip to Europe which they are more prone to




Past Non-Traveler Segments (continued)

«

see as a once-in-a-lifetime affair. Nevertheless,
they are more concerned than average with the
friendliness of the people, the cost of the trip
and what to do with their children. They worry
about the future and tend to lean on others for
advice.

The Rest—in-the-Sun Vacationer (22%) is the second

largest segment among past non~travelers. 1t has
an above average proportiomn of men and lower than
average education. It is very low in the cultural/
educational aspects of European travel and thinks
mainly in terms of resting/relaxing and having a
good time in the sun, an activity cbviously not
unique te a European vacation. While they wvalue

comfort, they lock for a good wacation buy since

they feel guilty about spending money "unnecessarily."

-

3.

The Spontaneous People Seeker segment, 6% of past non- .

travelers, has a disproportionate share of the young,
the single and of males. They have relatively little
interest in the cultural or even the pleasures ow con-
suming and night life., Their predominant interest is
meeting young people like themselves, and they see a
European trip as "the thing to do."

The Young Sports Fan is the smallest segment of past

non-travelers {4%) and, like the People Seeker, most
often male, young and single but better educated and
less affluent. They express a relatively high interest
in travel to Europe primarily for the pageantry and the

scenic beauty but they are particularly high on sports

abroad such as skiing, golfing and beach activities.




TODAY'S SITUATICN FOR

PLEASURE TRAVEL TO EUROPE

Having identified a number of attitude segments, we
would like to consider them in the light of today's
situation for pleasure travel to Europe.

As we look at the traffic figures for the first four
months of 1974, we find decreases of 15% (versus) last
year and grim predictions of a possible 207 or 25% re-
duction vs. last year. Reasons for this drastic turn
of events can abundantly be hypothesized.

At home we have the growth in inflation, with conse-
quent loss of discretionary income to spend on any kind
of vacation. Coupled with this we have actual job
losses plus a drop in consumer confidence in job secu-
rity, in expected business conditions and in antici-
pated income that has been described as "perilously
low". All this means a sharp reduction in the number
of consumers who can or feel able to spend sizeable
amounts on a vacation. On the other hand, we have
rising prices owing to inflation abroad, and a very
sharp increase in the basic cost component of a trip

to Europe, the air fare, that not only raises the abso-
lute cost of a European trip but also reduces or even
eliminates the competitive edge such travel had previ-
cusly over travel to some other destinations.

Reinterview

Some insight into what has been happening can be gained
from a reinterview in June and July, 1974 of 632 of re-
spondents who had said in November that they were plan~
ning a European trip in the next 3 vears. Half of these
plamers (51%) said on reinterview that they had consid-
ered taking a trip to Eurcope this year.

0f those who had not considered a European trip for this
year, the most frequently given reason {(cited by 40%)
for not doing so was "too expensive",

0f those who had considered a European trip for this vear,
387 had taken it or were definitely plamming to do so; a
quarter (26Z) were "still undecided" and a third (34%)
had definitely decided not to go. Again, among those who
were still undecided or definitely not going, the reason
given most often (by 36% of those not going or undecided)
was that a trip to Europe was "too expensive”.

As to what might happen to those who considered a trip to
Europe and then decided not to go, about 2/3 (63%Z) said
they would take a wvacation trip in the U.S.; and 16% each
would either stay at home on vacation or go elsewhere out-
gide the U.S,.




SALIENT DEMOGRAPHIC DIFFERENCES

BETWEEN TRAVELER VS. NON-TRAVELER

Hm attempting to discern what clues we could find for
likely prospects for pleasure travel to Europe, we first
looked generally at the travelers as compared with the
non-travelers and those who said they planned to go to
Eurcpe in the next three years as against those who did
not, to get some broad background indications. A com-
parison in demographic terms showed that even though we
had sampled non~travelers on a next door basis with the
past travelers there were certain discernible, and not
surprising, differences between them.

Thus, the travelers are somewhat older, less likely to
smmm children living at homre, more likely to have family
incomes of $25,000 and up per annum, more likely to be
college graduates, to be in households with heads in
professional or technical occupations and to have vaca-
tion time of four weeks or more available to them. (The

relevance of these attitudes is underscored by the fact

that non~travelers most often cited expense, presence of
nwwwmmms and lack of sufficient time as reasons for not
having gone abroad.)

Among both travelers and non-travelers, those who plan to
go are wealthier and have fewer young children at home,
and, at least among past travelers, the planners have more

vacation time available.

Salient Demographic Differences

Past Past
Travelers Non-Travelers

Z aged 45+ : 45 36

Children at home L77* 60%
$25,000+ income 277 %% 15%
College graduate 40% 27%
Professional/technical 23% 16%
More than 4 weeks vacation 35% 25%

* Non-planners 53%
#** Non-planners 20%

-
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To have good time

Get away from everyday routine
Te rest/relax

To enjoy sunshine

To eat in famous restaurants

Children would enjoy

GENERAL. MOTIVES FOR TRAVEL TO EUROPE

Past Past
Travelers Non-Travelers
B4z 81%
55% 52%
48% 53%
27% 29%
26% 25%
23% 29%
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In reviewing respondents' own evaluation of various ;f
possible motives for travel to Europe, it became apparent
that there were a group of general vacation motives that
were equally important for both the travelers and non-

travelers. These included such motivations as: "to have

(1} :ﬂo

a good time," '"to get away from everyday routine,

rest/relax,”" "to enjoy sunshine," because "children would

enjoy" and "to eat in famous restaurants." These, on their
face, were satisfactions that could apply equally well to

most vacation trips at home or abroad and, additionally,

did not distinguish between our past travelers' and non-

travelers’ motives.




"CULTURAL" MQTIVES FOR TRAVEL TO EUROPE

On the other hand, there were another group of motiva- Past Past '
Travelers Non-Travelers

tions which were not only given higher ratings by past

It's educational 75% 647
travelers than non-travelers but, in fact, among those
To experience a different

who hadn't been to Europe, the planners scored them culture/way of life 71% 62%
higher than did the non-planners. To see old historical places  70Z 637
To see how people in other
These attitudes might broadly be characterized as - countries live 647 50%
cultural motives which in large part could only be sat- It's culturally broadening 63% 50%
isfied in Europe, or could better be satisfied there To see art exhibitions,
paintings, sculpture 31% 423

than in a vacation at home or &mbw other places with
To see the beginning of our
less Western history or a smaller available store of civilization 347% 247

art and culture

12—




It's educational

To experience a different
culture/way of life

To see old historical places

To see how people in other
countries live

It's culturally broadening

To see art exhibitions,
paintings, sculpture

To see the beginning of our
civilization

Interesting cities
Historical places
Interesting ruins
Museums/art galleries

Opera/ballet

"CULTURAL" MOTIVES FOR TRAVEL TO EUROPE

(Among Past Non-Travelers)

These included such motives as "educational," "experience
a different culture," "to see old historical places," "to
see how people in other countries live," "it's culturally
broadening,”" "to see art/paintings/sculpture" and "to see
the beginning of our civilization"; all of which were given
higher ratings by past travelers than non-travelers and by

planners than non-planners among the past non-travelers.

CULTURAL CRITERIA

Planners Non~Planners
697 627
68% 60%
6% 61%
567 48%
564 487
48% 407
30% 23%

Past Past
Travelers Non-Travelers
77% 687
687 - 60%

56% 49%

55% 47%

28% 21%

-l 3

A further clue to the kinds of values that distinguish the
past traveler from the past non-traveler can be found in
the ratings given to criteria for selecting destinations.
Thus, the past travelers give higher ratings than do the
past non-travelers to such unique cultural/historical items
as "interesting cities," "historical places," "interesting

ruins," "museums/art galleries" and “opera/ballet."




CULTURAL CRITERIA AMONG PAST NON-TRAVELERS

For all these criteria the planners among those who

have not been to Europe give higher ratings than the Interesting cities
non~planners. Historical places

On the other hand, such general criteria as "good Interesting ruins
weather,” "beaches" and "sporting events" are given Museums/art galleries
higher ratings by the past non-travelers than past Opera/ballet

travelers and by the non-planners than the planners.
Given these differences between past nnmdmpmﬂw and non-
travelers and planners and non-planners, we can postu-
late the basic criteria for "inflation-proof segments™
of American prospects for pleasure travel to Europe,
i.e., those to whom we may have the best chance of
selling in spite of current conditions.

First we must locate segments that particularly value
the kinda of cultural/historical/aesthetic attractions

that Europe can best offer because of its key place in

the historical stream of Western civilization. Those

values provide the discriminating attitudinal difference

between those who have been to Europe and those who

14~

Planners Non-FPlanners
78% 65%
687 57%
53% 48%
542 457
29% 18%




Cultural Criteria Among Past Non—-Travelers (continued)

haven't, and those who plan to go and those who don't.

Given that basic orientation, if we can find a segment
that couples its cultural interests with a desire for
luxury/comfort/service and the material good things of

life and has the affluence and willingness to pay for

them, then, in fact, we have one possible inflation-proof

segment. Even during eras of rising prices, there are
parts of the population whose income keeps pace with and
even outdistances prices. Thus, for example, a recent
newspaper article (8/16), titled “Affluent Families Spend
Freely on Vacation," describes an island resort where a
room for two costs upwards of $95 a day and where a
family of four can easily spend 52,000 in a week, yet a
resort whose bookings this summer are twice last year's,
The article concludes that "despite stock market blues

If we

many people with money are spending it this year.”

can find such an affluent segment which prizes what

Europe uniquely offers, that could be one target group.
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A second possibility is to find a segment which is very
much involved with the unique benefits that a European
trip offers and which, while perhaps not outstandingly
affluent, is also not looking for the ultimate in luxury
and comfort but primarily for gratification of its cul-
tural needs in relatively modest surroundings. If such
a segment exists and has at least reasonable resources,
its greater motivation for the unique attractions of
Europe then provides another target market for European

travel, albeit for a different kind of product than might

attract the first segment we have hypothesized.

We will now examine two segments among the part travelers
in the light of these criteria for "inflation-proof”
market targets. If they qualify, we will additionally
outline the other salient ways in which they differ from

other past travelers as possible clues to the best means

to market European travel to these segments.




THE CLASSIC CULTURE SEEKER SEGMENT

The first of these is the segment we have labelled the
"Classic Culture Seeker." This group is 35% of our past
travelers to Europe.

Let us look at the specific ratings given by this 'Classic
Culture Seeker" segment as compared with those given by
the total sample of past travelers to Europe. First

on "motives" for going to Europe.

Thig group is significantly higher than the average on
such cultural/historical motives for travel as "see the
beginning of civilization," "see how people in other
countries live," because it's "educational," to see "old,

historical places," "experience different culture,"”

because it's "culturally broadening” and "to meet the
people" (of a different culture).

On the other hand, this segment is significantly below
average in their valuation of such non-cultural general
vacation motives as "'to have a good time," "to enjoy

"to get away from routine"

sunshine,"”" "to rest/relax" and
and such material, "consuming" aspects of travel as "to

buy things" and "to eat in famous restaurants."
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Classic Culture Seekers vs. All Past Travelers

Motives for Visiting Europe

- Avg.

To see beginning of civilization

To see how people in other countries
live

It's educational

To see art exhibits/paintings/sculpture
To see old historical places

To experience different culture

It's culturally broadening

To meet the people

To have good time

To buy things can't get at home
To enjoy sunshine

To eat in famous restaurants

To rest/relax

To get away from routine

10

14

14

10

20

+ Avg,

+ 13




Classic Culture Seekers vs. All Past Travelers (continued)

Criteria for Selecting Destinations

- Avg.  * Avg.
Museums/art galleries + 16
Interesting ruins + 11
Opera/ballet/concerts + 11
Cathedrals/churches + 10
Historical places + 9
Castles/chateaux + 8
Gambling - 9
Good nightlife -13
Good vacation buy ~ 18
Good weather - 21

Again, if we look at the criteria by which they judge
European destinations, we find them above average on such

items as: "museums/fart galleries,” "interesting ruins,”

" "“histor-

"opera/ballet/concerts," "cathedrals/churches,
ical places" and "castles/chateaux." On the other hand,
they give below average rating to such items as: "gambling,"
"night life," "weather,” '"good public transport" and,

significantly, whether the destination is '"a good vacation

buy."

Once more we find this group prizing most highly the
cultural values we found strongly linked to past and planned

European travel.




Classic Culture Seekers wvs, All Past Travelers (continued)

We get further insight into their travel orientation if
we compare the general travel attitudes of these Culture
Seekers with the total past travelers; we again find

" "eood service" and

them low on "traveling in style,
"being comfortable," and also on "plamning too much"

or relying on others' recommendations.

Again, in reaction to a group of tour concepts, we find

them above average on "historical," "castle,” "

art

lovers" and "fly & drive" tours but below average on
"cruise," "great restaurant,” "luxury,” and the "sun
and sand" tours, Thus, all their travel attitudes

underline their involvement with the cultural and their

dowvngrading of the material and the luxurious.

Attitudes re European Travel

Don't plan too much for trip; let
things happen

Get enjoyment from plamning European
trips

Trip to Europe may be once~in—a-
lifetime; do it in style

Like to visit places people recommend

Like everything for trip abroad planned
ahead of time

Good service important when traveling

Being comfortable is very important
to me wherever I am

Preferred Tour Concepts

Historical Tour
Art Lovers Tour
Fly & Drive Tour
Castle Tour
Cruise Tour

Great Restaurant Tour

Luxzury Tour
Sun & Sand Tour
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- Avg. + Avg.
+ 8

- 6

- 9

- 10

- 22

- 27

- 27
+ 10
+ 8
+ 5
+ 4

- 5

- 10

- 12

- 7




Self-Image

Life Style

Adapt easily to new situations
Worry about future

Feel good when someone tells me
what to do

Enjoy spending $ freely
Fussy about eating
Things changing too fast

Fussy where sleep

Personality

Comfort loving
Convenience seeking

Luxury loving

- Avg.

+ Avg,
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Classic Culture Seekers vs. All Past Travelers (continued)

Finally, this is confirmed in their self-image. While
they are above average on "adapting easily to new situa—
tions,'" they are below average on rating themselves as
"fussy" about eating or sleeping, on being "comfort
loving," "convenience seeking" or "luxury loving." Addi-
tionally, they are lower than average on "spending freely,”
"feeling good when someone tells them what to do" or "worry
about the future."

In essence we have a secure, self-sufficient segment, which
is very high on the cultural/educational/historical aspects
of a Furopean trip and low on the general non-cultural
vacation motives but which rejects rigid planning and the
luxury/comfort/consumption aspects of travel in Europe. It
very much wants "culture,” but on its own terms and without
the trappings of high priced consuming. The only travel

concern on which it is above average is a fear of "too many

tourists."




Classic Culture Seekers vs. All Past Travelers (continued)

This is the largest of the past traveler segments, 35%
of the group. While slightiy below the past traveler
average in family income, they are comfortably middle
income, if not affluent, with 6 out of 10 in the $15-25
thousand range and more than a quarter having incomes
of $25,000 or better.

They are average for the group in past travel to Europe
(447% having been more than once) and future intention
to go (about two-thirds). Their European trips are
longer than average, with about a third having gone for
a month or longer, and they are somewhat above average
on other foreign travel experience, with half having
been to Mexico (9 points higher than average). Two-

thirds of them have four weeks or more vacation avail-

able, again better than the past traveler average.
While not wealthy, they have financial and time re-
sources to back up their interest in culture-seeking
Europe. They have a well-developed travel habit and a

strong majority plan to go to Europe in the near future.

- 20

Potential Value to Travel Market
Segment
- Avg, Rating + Avg.
%4 of Past Travelers 364
Income
825,000+ 28%
$15,000-524,999 -5 34%
$15,000+ -4 627
Europe Travel
Been to Europe l+x &47
Plan to go to Europe in
next three years 63%
Last trip to Europe 1 month
or longer 7% + 5
Been Abroad Qutside Europe 90% + 5
Mexico 53% + 9
Have 4+ weeks vacation 637 + 7




Classic Culture Seekers vs. All Past Travelers (continued)

Travel Patterns What do we know of their general travel patterns? They
. Sepgment are high on independent travel, hotels that cater to the
- Avg, Rating + Avg.

local population rather than to tourists and on those that

Type European Travel
Preferred have the flavor of the country rather than new ones with

Independent 607 + 10 modern conveniences, and are moderately more inclined to

off-season travel than the average.
Hotel Preference

Caters to local population 62% + 17 While about half make hotel reservations before leaving,

Older/flavor of country 70% + 20 they are lower on average on booking hotel rooms or passage .

through travel agents.
Seasonal Preference

Spring 46% + 4

Fall 37% + 6
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Classic Culture Seekers vs. All Past Travelers (continued)

In terms of salient differences in background charac-
teristics, between this segment and the total past
traveler sample, they include slightly more females
than the group average and are also somewhat younger

than average.

They are more apt to be in professional or technical
occupations than average of the past travelers, and
have more college graduates but somewhat fewer married
people for their group. They have less representation
from the Northeast and more from the South and Far West

than does the total past traveler group.

Demographic Characteristics

Segment

- Avg. Rating + Avg.
Sex
Female 55% + 5
Age
18-34 42% + 9
35-44 21%
45+ - 8 37%
Occupation
Professional/Technical 30% + 7
Education
Completed college 51% +11
Marital Status
Married -6 67%
Region
Northeast -15 227
South 21% + 5
Far West 35% +12
Midwest 22%
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Travel Information and Media Habits

Segment

- Avg. Rating + Avg,

Source Information on
Europe

Travel books 30% + 6
Travel agent - 8§ 47%
Magazines Regularly Read
National Geographic 25% + 6
Time 437 + 5
House and Garden 10% + 5
Newsweek 29% -
Reader's Digest 26% -
TV Watched in Prime Time
(Weekday) - 10 70%
Preferred TV Programing
Documentaries 58% + 12
Preferred Radio Programing
Classical music 467% + 11
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Clagsic Culture Seekers vs. All Past Travelers (continued)

With regard to travel information sources, this group .

relies somewhat more on travel books and somewhat less on

travel agents than do most past travelers.

They are above average in their readership of National
Geographic, Time and House and Garden; slightly low on TV
watching (on which they prefer documentaries). They are

average radio listeners and prefer classical music more

than the average for past travelers.

This then is the pattern of our Classic Culture Seeker.
They want their history/culture/art badly and are willing
and, in fact, prefer to avoid luxury and high style con-

sumption in their European travel.




THE CULTURE-CUM-PLEASURE TOURIST SEGMENT

The second key segment we suggest considering as a
possible "inflation-proof" target is the Culture-cum-

Pleasure Tourist segment, 25% of past travelers.

If we look at their ratings of motives for European
travel, we see above average valuation of culture and

art and seeing old historical places but alse of eating
in famous restaurants, buying things that can’t be gotten

at home, having a good time and escaping routine.

They are below average on meeting the people or seeing

family origins.
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Culture-cum-Pleasure Tourist vs. All Past Travelers

Motives for Visiting Europe

- Avg.

To eat in famous restaurants

To get away from routine

To buy things can't get at home
Culturally broadening

To have a good time

To see art exhibitions/paintings/
sculpture

Yor different kind of experience

To see old historical places

To meet the people - 8

To meet foreign people of my own
age/background - 13

To see place family came from - 19

1+ Avg.




Criteria for Selecting Destinations

- Avg.

Good things to buy
Good hotels/inns
Gambling

Good food/restaurants
Good nightlife

Good vacation buy
Exotic atmosphere

Good weather and sun
Theatres

Colorful local costumes
Interesting cities
Museums and art galleries
Stately homes

Interesting ruins
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Culture~cum~Pleasure vs., ALl Past Travelers

(continued)

In rating criteria for selecting destinations, this seg-
ment is above average on such "cultural” criteria as
exotic atmosphere, theatres, celorful costumes, interest—
ing cities, stately homes, interesting ruins and museums
and art galleries. However, it is even more above the
average for the past travelers in rating such "consuming"
pleasures as good things to buy, good hotels, gambling,

good restaurants, good night 1life (and "good vacation

buy').

Thus, this segment is definitely above average in seeking
the cultural benefits of Europe. It combines, with this

cultural bent, a strong desire for the more material

pleasures and the "good life" while traveling.




Culture-cum-Pleasure Tourist vs. All Past Travelers

(continued)
Their mixed orientation towards travel abroad is well Preferred Tour Concepts
exemplified in their response to a list of hypothetical -~ Avg, + Avg. .
tours. Thus, they give above average acceptance to Great Restaurant Tour + 18
Fashion Tour + 11
cultural-theme concepts, such as festival and theatre Antique Tour + 10
Luxury Tour + 8
tours, but even higher response to the more material Festival Tour + 7
Theatre Tour + 6
or sensate themes embodied in great restaurant, fashion,
antique and luxury tours.
Self-Image
Life Style
The self-image of these Culture-cum-Pleasure tourists Fussy about where I sleep + 22
Like to have things first class + 21
reinforces the picture of a group who dote on luxury/ Fussy about where I eat + 16
Enioy spending money + 13
comfort/convenience, who are fussy about their eating Get upset if things don't go right + 10
and sleeping arrangements, who get upset if things don't Personality
go right but are above average in enjoying spending Luxury loving + 22
Comfort loving + 21
money freely. Convenience seeking + 17
Aggressive + 10
They have a strongly favorable view of themselves (as Sophisticated + 10
Intelligent + 9
appearance, sophisticated, successful, etc.); have high Well-organized + 8
Successful + 8

demands but are willing to pay for value received.
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Potential Value to Travel Market

- Avg.

Segment
Rating + Avg.

% of Past Travelers:
Income

$25,000+
$15,000-%$24,999

Been Abroad Outside U.S.
Past 3 Years

Puerto Rico
Other Caribbean

Hotel Last Trip

Deluxe
1st class

Use of First Class Flight
on Last Trip to Europe

Plan to Use Travel Agent
Next Trip to Europe

Devaluation Makes European
Trip Less Likely -

Credit Card Ownership

Master Charge
American Express
Diners Club

25%

35% + 8
417% + 2
76% + 10
20% + 9
22% + 5
30% + 10
55% + 14
14% + 4
15% + 5

29%

547 + 14
427 + 9
14% + 8
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Culture-cum~Pleasure Tourist vs. All Past Travelers
(continued)

With regard to their potential value to the travel market,
this 1s the second largest past traveler segment (25% of
the total). They are the most affluent traveler segment
with a third having incomes of $25,000+; 3/4 have $15,000+.
They have higher than average past travel to vacation
spots in Puerto Rico and other Caribbean resorts and above
average use of Deluxe and First Class hotels and First

Class airfares.

Additionally, they are above average in intended use of
travel agents and credit card ownership; they are below

average in saying that devaluation will make a European

trip less likely for them. In essence, this is a segment

which not only values the unique cultural aspects of
Europe, but wants to do their traveling in high style

and have the affluence to carry out their interests.




Culture~cum-Pleasure Tourist vs. All Past Travelersg

{continued)
What can we learn about marketing to them from their Travel Patterns
general travel patterns? This segment shows above Segment
- Avg. Rating + Avg.
average preference for escorted tours and up-to-date Type European Travel
Preferred

hotels with modern conveniences that cater to tourists,

Escorted Package 31% + 10
rather than the older hotel with flavor-of-the-country
that caters to the local population. They are more Hotel Preference
willing than the average to consider a short (two—week Caters to tourists 38% + 14

New/modern conveniences 52% + 21
or less) trip to Europe and are more likely than average
to have a short lag time between booking and trip. Minimum Time for European

. Trip

2 weeks or less 55% + 21

Lag Time

2 weeks 30% + 10
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Demographic Characteristics

Age

18-24
25-34
35-44
45+

Income
$25,000+

Occupation

Professional/Technical
Managerial/Official/
Proprietor

Region
Northeast
South
Far West
Midwest

Marital Status

Married
Education

Completed college
Some college

- Avg.

Segment
Rating

-10
-11

47
22%
31%
43%

35%

17%

14%

617%

6%
13%
20%

78%

347
26%

+ Avg,

+ 9

+ 4

+23

+ 5
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Culture~cum-Pleasure Tourist vs. All Past Travelers
(continued)

In terms of salient demographic differences between this
segment and the bulk of past travelers, we have already
noted that they have the highest proportion with incomes
over $25,000 (35%) and somewhat more tendency to be
businessmen and less to be professionals than average for

their group.

Six out of ten of them come from the Northeast as against
only 4 out of 10 for the total group. They are somewhat

more likely to be married and less likely to be college

graduates than are the other past travelers.




Culture-cum~Pleasure Tourist vs. All Past Travelers

{continued)

Compared with the total of past travelers, they rely
more on the travel agent and community organization

for information than average; are average in reading
Time and Newsweek, somewhat above average for Reader's
Digest and House and Garden, and below average for
National Geographic., They are above average TV
watchers (especially variety and talk shows) and situa-
tion comedies and panels, and their preferred radic

listening is the news.

Travel Information and Media Habhits

Source Information on
Europe

Travel agent
Community organization

Magazines Regularly Read

Reader's Digest
House and Garden
Time

Newsweek

National Geographic

TV Watched in Prime Time

(Weekday)

Preferred TV Programing

Variety

Talk Shows
Situation Comedies
Panels

Radio Listening

{Weekday)

Preferred Radio Programing

- Avg.

Segment
Rating + Avg.

News
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65% + 10
13% + 6

34%
17%
35% -
277 e
12%

+ +
U On

927% + 12

37%
42%
37%
26%

++ + 4+
oW o

78%
¢

77 + 7




PRIME TARGETS FOR TRAVEL TO EUROPE

In essence then, we have identified two sizeable segments
of past travelers —— the Classic Culture Seeker and the
Culture— cum-Pleasure Tourist —— who, because of their high
valuation of the unique cultural wvalues of Europe, should
be prime targets for travel to Europe in a market in

transition.

We have outlined their primary travel attitudes and
delineated their salient travel habits and relevant
demographic and communication patterns. On the basis of
this information, the travel marketer can decide whether
it makes sense for him to pursue one or both of these
sub-markets in the light of today's travel situatiom.

In the case of one, the Culture-cum~Pleasure group, their

relative affluence and desire for luxury travel makes

- 31 ~

relevant their importance in spite of rising prices.
However, just hecause of their resources and general
luxury tastes, they have more options and competition

for their custom will be more strenuous.

With regard to the other, the Classic Culture Seeker,
their affinity for the cultural benefits of Europe is
even greater but their resources are less. However,
since they are willing to use and, in fact, prefer more
modest facilities, an opportunity may exist to sell them

European culture — traveling "as the Europeans do".

It should be noted, additionally, that in targeting in
on these two past traveler segments, an opportunity is
also presented to appeal to two segments of past non-

travelers:




Prime Targets for Travel to Europe (continued)

Ascetic Culture Seeker

The Ascetic Culture Seeker, 35% of the past non~
travelers, shows the values of the Classic Culture
Seeker among the past travelers, and thus similar
products and appeals should have attraction to this
segment (although their greater preoccupation with

costs may make them a more difficult sale).

Anxiouns Pleasure~Lover

Also, among the non—-travelers, the Anxious Pleasure-
Lover segment, who account for 17% of the past non-
travelers, resemble in their interests the Culture-
cur-Pleasure Tourist and thus should be attracted to
programs and appeals positioned at that traveler

segment.

In sum, during this period of great flux for the American .
pleasure travel market to Europe, attitude segmentation
research can give some help in selecting those consumer
groupings most likely to be amenable to marketing efforts.

It can give the marketer an idea of the relative value

of each segment selected and a view of their predisposi-

tions and relevant characteristics and behavior. The

specific way in which the data is implemented is, of

course, up to each individual marketer and his organiza-

tion's particular resources and needs.
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